Journal 


of the 


Market 
Research 


society 


Volume 22, 1980 


: 
: 
{ 
| 
| 


VOLUME 22 1980 
Author/ title index 


m denotes Miscellany c denotes Communications 


BATSELL, RICHARD R and WIND, YORAM Product testing: 
current methods and needed developments 

BLoom, DEREK Point of sale scanners and their 
implications for market research 


CLEMENS, JOHN Political positioning in Britain: a preface 
to Garry Mauser’s article 

CLIFTON, RICHARD and TATTON-BROWN, CHARLOTTE 
Studying the impact of employment legislation on small 
firms: some methodological considerations 

COLLINS, MARTIN Interviewer variability: a review of the 
problem 

COLLINS, MARTIN and KALTON, GRAHAM Coding 
verbatim answers to open questions 


Evans,R H_ The upgraded semantic differential: a 
further test 


Forp, Davip A methodology for the study of inter- 
company relations in industrial market channels 


GREATOREX, M see PICKERING, J F 
Gricc,A O Some problems concerning the use of rating 
scales for visual assessment 


Hyett, PeTeR and McKENziE, JOHN ‘Ascertaining the 
opinions of workers’ — comments 


KALTON, GRAHAM see COLLINS, MARTIN 


number page 
4 221 
3 179 
2 140m 
2 1 
4 239 
| 
1 29 
3 


Mauser, GARY A Positioning political candidates — an 
application of concept evaluation techniques 
McCROHAN, KEVINF An application of the social 
character construct in market segmentation 

McKENZIE, JOHN see HYETT, PETER 


NETER, JOHN see REYNOLDS, FRED D 


PICKERING, J F and GREATOREX,M_ Evaluations of 
individual consumer durables: differences between owners 
and non-owners and buyers and non-buyers 


Rapos, Davip L_ Two-way analysis of tables in market 
research 

REYNOLDS, FRED D and NETER, JOHN Toward a method 
for assessing adequacy of classifications of consumer 
characteristics 

ROTHMAN, JAMES Acceptance checks for ensuring quality 
in research 


SAMPSON, PETER The technical revolution of the 1970s — 
will it happen in the 1980s? 

SmitH,H A_ Hidden dangers in attribution of 
advertising questions 

STUBBS, ROGER see WORCESTER, ROBERT 


TATTON-BROWN, CHARLOTTE see CLIFTON, RICHARD 


WIND, YORAM see BATSELL, RICHARD, R 

WORCESTER, ROBERT M and Stusss, ROGER J 
Ascertaining the opinions of workers: Corrigendum 
WonrCESTER, ROBERT M and Stusss, ROGER Response 
to Hyett and McKenzie 


3 181 
4 263m 
2 97 
4 248 
1 3 
3 192 
3 161 
1 66m 
3 207¢ 


Subject index 


Absenteeism study 
Acceptance tests 
ACAS survey 


ACORN 

Advertising questions, attribution of 
Age classification 

AIO items 


Alternative forms measurement of reliability 
ANAFACO (Factoral analysis of correspondence) 


Anchoring 

ANOVA 

Associations 

Attitude measurement 
Attitudes 


Automatic interaction detection (AID) 


Bathroom equipment study 
Behaviour 


Behaviour Scan 
Blind tests 
Brand rating 


Car study 
Central heating study 


Cereal study 
Channel 
bargaining 
conflict 
of distribution 
power 
Classification of consumer characteristics 
Cluster analysis 


number 


wn & we N WK We WN 


&N 


| page 

85 

60 

205 

235 

66 

3 

13 

39 

143 

265 

175 

165 

46 

114 

162 

165 

262 

231 

= 

175 

98 
48 | 

98 
229 
45 | 
45 
44 
45 

3 

162 


Coding 


Coder variability 
Concept evaluation techniques 
Conjoint analysis 


Comparative tests 
Consumer 


attitudes/behaviour relationship 


behaviour 
characteristics, classification of 
durables 
Constant sum procedure 
Consumer panels 
Content analysis 
Context effects 
Cooker study 
Coupon test 
Crime Survey, US National 


Data 
collection 


intransitivity 
Deodorant survey 
Design effect 
Disability survey 
Discriminant analysis 


Discriminators 
Dishwasher study 
Dog food study 
Durables 


Electoral study 

Electronic scanners 
Employment legislation study 
Employee surveys 


199 
239 
239 
116 
168 
114 
165 
263 
3 
97 
115 
36 
98 
228 
85 
221 
143 
66 
195 
80 
99 
162 
168 
132 
229 
97 
3 179 
2 140 i 
60 
3 205 


Environmental study 


Factor analysis 

Familiarity scale 

Fieldwork quality see also Interview 
Filter instructions 

Fishbein model 

Freezer study 

Frequency classification 


Government legislation 
Gratitude effect 


Halo effects 


In-home tests 
Industrial market channels 
Industrial Tribunals study 


Inner-directedness 
Inter-company relations 
Interview situation, model of 
Interviewer 

bias 

card scheme 

contribution of 

effect 


instructions 
skill 


training 


variability 


BwWNWNNN NN WwW 


10 social preference scale 


Laboratory experimentation 
Learning effects 
Leisure study 


2 80 | 
3 162 
3 175 
3 196 
2 86 
3 165 
98 
1 4 
2 123 
2 143 
2 126 
4 243 
4 263 
1 44 
2 83 
196 
193 
/ 77 
77 
222 
87 
92 
196 
198 
263 
45 
2 85 


Magazine advertising 
Mapping 
Margarine study 
Market channels, industrial 
Market segmentation 
Marketrax 
Media 
attribution questions 
exposure items 
Milton Keynes study 
Models 
Monadic test 
Multidimensional scaling 


Multi-interviews 

Multiple 
classification analysis (MCA) 
regression 

Multivariate analysis 


National readership survey 
New technology 


No preference/opinion response 
Noise survey 


Non-discriminators 
Non-metric scaling 
Non-response bias 

Non-sampling error 
Novelty effect 


Open questions 
Opinions of workers 
Order of presentation 


Ordering effects 
Other-directedness 


Paired comparisons 


l 66 
3 161 
2 131 
1 44 
4 263 
4 231 
115 
164 
56 
3 162 
3 161 
3 201 ae 
197 
131 
240 
132 
164 i 
222 
: 239 
123 
4 239 
3 205 
29 
36 
2 134 
2 143 


Patterned responses 
Perceptual mapping 
Photographs as stimuli 
Point of scale scanners 
Political 

campaign strategy 

positioning 
Popular music exposure 
Preference 

bias 

testing 
Principal components analysis 
Probing 
Product 

positioning 

testing 

usage items 
Prompting 
Purchasing agent study 


Quality in research 


Question wording 
Questionnaire 
design 


length 
Questions, open 


Racial matching 
Rank ordering techniques see also scaling 


Rating scales 


Record player study 
Recruitment, acceptance tests for 
Refrigerator study 
Reliability, measurement of 
Response 

categories 

patterns 


NWN NN N 


2 123 
3 164 
1 29 
4 221 
3 181 
3 178 
1 25 
2 133 
2 115 
3 162 
2 87 
3 171 
2 115 
1 15 
2 142 
2 143 
3 192 
2 85 
2 142 
3 196 
4 239 
84 
143 
29 
115 
175 
98 
195 
98 
on 39 
2 130 
2 84 


Retail 
auditing 
scanners 
Riesman’s theory of social character 
Road research 
Role expectations 


Sales tracking 

SAMI 

Samples, interpenetrated 
Sampling, acceptance checks for 
Scale categories 

Scaling 


Scanner research 
Scantest 

Scenario technique 
Sequential monadic test 
Semantic differential 


Shampoo survey 
Small firms, effect of legislation on 
Social 
character construct 
preference scale 
Soft drink study 
St James’ model 
Staggered test 
Standardised classifications 
Stimuli, in product tests 
Survey design see also questionnaire design 
Syndicated research 


Tables, analysis of 

Tape recorder study 

Target Group Index 

Telephone interviewing 

Test-retest measurements of reliability 
Threshold determination 


Ne NNNK WWNHeK WN 


4 225 
4 223 
4 263 
1 29 
1 57 
234 
231 
78 
195 
29 
29 
143 
164 
184 
225 
231 
48 
116 
100 
143 
66 
140 
263 
265 
25 
165 
116 
120 
77 
202 
4 248 
e 2 98 
4 235 
4 222 
1 39 
3 176 


Thurstone scaling 

TORSCA program 

Trade off analysis 

Trade Union recognition survey 


Transport & Road Research Laboratory study 
Trialists 
TV 
advertising attribution 
exposure 
set ownership 
Two-way analysis of tables 


United States, scanner research in 
Upgraded semantic differential 


Vacuum cleaner study 
Verbatim answers 
Visual assessment 
Voting study 


Washing machine study 
Washing powder study 
Workers’ opinions 


Yea saying 


2 143 
3 184 
3 168 
1 60 
3 205 
1 29 
3 175 
1 66 
1 14 
2 98 
4 248 
4 225 
2 143 
2 98 
4 239 
1 29 
3 181 
2 98 
2 131 
1 60 
3 205 
129 


Book review index 


ATKINSON, A B; Harrison, A J; STARK, T Wealth and 
Personal incomes 


Patricia Prescott-Clarke 


Bitta, A J D see Loupon, D L 
BuLMER, MARTIN (Editor) Censuses, surveys and privacy 
John O’Brien 


Coppock, J T and GesBeTH,L F Land use and Town and 
country planning 


Patricia Prescott-Clarke 


DICHTER, ERNEST Getting motivated 
Leslie Collins 


FEDIDA, SAM and MALIK, REx The Viewdata revolution 
James Rothman 


GEBBETH, L F see Coppock, J T 

GENN, HAZEL see MACLEAN, MAVIS 

GOLDSTEIN, HARVEY The design and analysis of 
longitudinal studies — their role in the measurement of 
change 


Jonathan Jephcott 


Harrison, A J see ATKINSON, A B 
HisRICH, ROBERT D and PETERS, MICHAEL P Marketing a 
new product 


Michael Baker 


ISBA Research reports 
John Bound 


number page 
2 151 
2 150 
3 208 
1 73 


Kress, GEORGE Marketing research 
R F Howard 


Loupon, D L and Bitta,A J D Consumer behaviour 
Ute Bradley 


MALIx, REX see FEDIDA, SAM 
MACLEAN, MAvis and GENN, HAZEL Methodological issues 
in social surveys 
Roger Thomas 
McGown, K L Marketing research — text and cases 
Peter Woodcock 
MEYBURG, ARNIM H see STOPHER, PETER R 
MITCHELL, JEREMY Marketing and the consumer movement 
Keith Crosier 
MONTAGNON, PHILIP Foundations of statistics — a survey 
for managers 
Margaret Crimp 
Munsy, DL and Watson,A H_ Road passenger transport 
and Road goods transport 


Patricia Prescott-Clarke 


PETERS, MICHAEL P see HisRiCH, ROBERT D 


STARK, T see ATKINSON, A B 

STOPHER, PETER R and MEYBURG, ARNIMH_ Survey sampl- 
ing and multivariate analysis for social scientists and 
engineers 


Paul Harris 


RUDELL, FREDRICA Consumer food selection and nutrition 
information 


David J Pearson 


Watson, A H see Munsy, D L 
WENTZ, WALTER B Marketing research: management, 
method and cases 

Peter Woodcock 


269 


148 


209 


71 


269 


152 


270 


268 


209 


2 148 aes 
2) 
4 
2 |_| 
3 |_| 
1 
4 
2 |_| 
4 = 
4 
5 


